This course presents the fundamentals of marketing theory and application. Starting at a societal level, it works through environmental scanning, explores the differences between consumer and business customer groups, followed with a strategic focus on segmentation, targeting and positioning. Tactical applications of the marketing mix are then addressed -product, price, place and promotion. Attention is also directed to ethical and legal considerations.
Alternative versions of the textbook are available at lower cost (e.g. e-book, rentals, older editions, etc.). Please be mindful that other textbooks or used, old editions of this textbook sometimes cover material differently. You will be expected to know the material as it is taught in class and provided in the current edition of the textbook.
UR Courses:
UR Courses will be used extensively for class announcements, lecture slides, supplementary materials, electronic submission of assignments and posting of grades. Please become familiar with the site and ensure you are checking UR Courses as often as possible so that you do not miss anything.
Cases: There will be two or three cases used in class to supplement the theory and application of marketing concepts. These cases will be provided in PDF format through UR Courses, and your student account will be charged approximately $3.50 per case near the end of the semester.
Course Evaluation
The evaluation for this class will include the following: All marks will be posted on UR Courses.
Attendance, Participation & In-Class Activities | 10%
It is strongly encouraged that students attend and come prepared to each class, as assignments and exams are based off textbook and in-class content. Students will receive a higher grade for attending class and participating during in-class discussions and activities.
IMPORTANT REMINDER Please be respectful of the instructor and your classmates by arriving on time for lectures. It can be extremely distracting when students arrive late. Students who are late for class will not receive a participation grade for that lecture.
Case Summaries | 10%
Due: September 25 & November 20, 2019
There are two case summaries worth 5% each due throughout the semester. For each case summary, students are expected to read the assigned case and provide an analysis based on the case analysis tools and marketing concepts learned both in class and in your textbook.
The case summaries are due on the following dates: 
WestJet: A New Social Media Strategy
Both cases will be posted on UR Courses. Each case summary must be between 950 to 1000 words total and be submitted in Word format through the Turnitin link on UR Courses no later than the date and time outlined above. Paper copies or files in other formats (e.g. .pdf, .pages, .txt, etc.) will not be accepted. A title page is not required for these case summaries, but please ensure your name and student ID number are included on the assignment. More information about these case summaries will be discussed in class.
Marketing Plan Group Project | 30%
Due: October 23 & November 27, 2019
The group project provides an opportunity for you to apply the information you have learned in class to a real-life marketing situation. The project will be completed in assigned groups of five or six students, and will consistent of three main elements:
1. Marketing Plan Outline (5%): Groups will submit a three-page (roughly 500 words per page) assignment that provides an outline of the marketing plan you will be populating for the next submission. The purpose of this assignment is to get started as a team, gain momentum and begin applying concepts from class to the marketing situation. This also provides an opportunity for your instructor to provide early feedback as warranted to ensure you're on the right path. The marketing plan outline is due on October 23, 2019 no later than 7:00 p.m. and must be submitted through UR Courses in Word format. Paper copies or files in other formats (e.g. .pdf, .pages, .txt, etc.) will not be accepted.
The details of what needs to be included in the marketing plan outline will be discussed in class. 2. Formal Marketing Plan (15%): Your main group project is a formal marketing plan for the client assigned to you in this class. It is due on November 27, 2019 at 7:00 p.m. through UR Courses in Word format. The plan should provide sufficient information so that the client can take the plan and implement it. As you will have a real client, professionalism is extremely important in the way that you write and present your final assignment. Your marketing plan should be 12-15 pages (roughly 500 words per page) in length, not including the title page, table of contents, works cited or appendices. You must use APA referencing for your works cited, however you do not need to use APA style for the design of your document. The details of what needs to be included in the marketing plan will be discussed in class. 3. Group Presentation (5%): All groups will present their formal marketing plan to the class and your client on November 27, 2019. (Presentation order will be determined later on in the semester.) There is no structured format for these presentations, and groups are encouraged to be as creative as they like while remaining professional. Presentations should be between seven to eight minutes, and there will be time for questions at the end.
All students will also independently complete and submit a Peer Evaluation Form (5%) through UR Courses no later than November 27, 2019 at 7:00 p.m. This evaluation provides an opportunity for each student to assess the individual performance of each member of their group, including themselves. Group members that do not make appropriate and comparable contributions could receive a lower score on the peer evaluation and/or receive a lower mark on the group project, depending on the situation.
IMPORTANT REMINDER Please ensure you include your full name, student ID and group number on your assignments. Late assignments will not be accepted, and all missed assignments will be assigned a score of zero.
Midterm Exam | 20%
October 09, 2019
The midterm exam will be based on course material covered before the date of the exam and can include in-class content and activities, textbook content, assignments and guest speakers. The exam format could include multiple choice, fill in the blank, short answer, long answer, true or false and/or a case analysis. More details, including the midterm location, will be provided in class prior to the exam.
Final Exam | 30%
December 21, 2019 | 2:00 p.m. to 5:00 p.m.
The final exam will be comprehensive of all content covered throughout the semester, including in-class content and activities, textbook content, assignments and guest speakers. The exam format could include multiple choice, fill in the blank, short answer, long answer, true or false and/or a case analysis. More details, including the final exam location, will be provided in class prior to the exam.
IMPORTANT REMINDER Missed exams will be assigned a grade of zero unless medical documentation dated the day of the exam is provided explaining the reason for the absence or proof is provided for an extraordinary circumstance that is beyond your control. You must do your best to inform me immediately if you expect an exam will be missed.
Any allowance to write a make-up exam or reassign the value to another component of the course is at my discretion and/or your Associate Dean.
Participant Pool Research Credit (Optional)
The Participant Pool provides business students with the opportunity to participate in faculty research studies to earn up to 2% bonus marks on participating business classes. These marks will be added to your final grade as long as you have passed the class before using the bonus marks.
For more information about the participant pool and to sign-up for the studies, please visit This schedule is subject to change. Students will receive as much advance notice as possible. Please confirm the "Advance Reading" requirements on UR Courses before each class.
Helpful Information
The following information should be helpful to you in this class:
• This course follows the textbook closely, and it will be a helpful resource throughout the course. You will benefit significantly from reading the assigned chapters before class.
• If you miss a class, it will be up to you to get caught up from another participant in the class.
• All assignments must be submitted through UR Courses in Microsoft Word format by the identified deadline. (Please refer to specific details in each assignment.) All other file types will not be accepted or graded (i.e. Pages, Keynote, .txt files, etc.).
• Late assignments will not be accepted. The submission window will close on UR Courses at the time specified and will not be reopened. Please be punctual.
• Laptops will be allowed in class for note taking and course related work and cellphones will be allowed in moderation. Please be respectful and limit the use of both devices for anything non-course related. If you must answer your phone, please be respectful and leave the room.
• Please be respectful of the instructor and your classmates by arriving on time for lectures. It can be extremely distracting when students arrive late. Students who are late for class will not receive a Participation grade for that lecture.
Support Resources
All students are assigned a faculty academic program advisor. Your advisor is a great resource if you have any academic issues or questions. Other services provided through the University include:
• The Student Success Centre is located on the 2nd floor in the Riddell Centre. The Centre provides personalized guidance and support to students in achieving their university, professional development and life goals.
• UR International provides free academic and non-academic assistance (e.g., English language services, transition and adjustment to a new learning environment) to international students.
Accessibility
If a special accommodation is required, please contact the Centre for Student Accessibility at 306-585-4631 (Room 251, Riddell Centre) or via email: accessibility@uregina.ca.
Harassment Policy
The University of Regina promotes an environment that is free of all forms of harassment and discrimination. The University will neither tolerate nor condone any inappropriate or irresponsible conduct or behaviour that creates an intimidating, hostile or offensive environment for work or study through the harassment of an individual or group on the basis of: (1) Plagiarism includes missing references, in-text citations and quotation marks. If you are using someone's words or sharing their ideas, you must give them credit through proper citation or it can be considered plagiarism. Students who plagiarize unintentionally most often do so by failing to include all necessary intext citations. In-text citations must be included for any and all information located through research. This includes anything that was not from your own previous knowledge or your own personal analysis of the research, even if the information is paraphrased, a direct quotation, a fact, a number, a statistic, someone else's opinion or was found through multiple sources. Remember, cite the ideas, not just the words.
IMPORTANT REMINDER The Associate Dean requires that any level of plagiarism in the form of any missing in-text citations and/or references MUST be referred to her office for investigation of academic misconduct. A first offence, whether intentional or not, will typically carry a penalty. For a student who has already attended the University of Regina for at least one semester, a first offence, whether intentional or not, will typically carry a penalty of a notation in their student file and a 0% on the assignment. In order to avoid such penalties, it is critical that you provide complete referencing and in-text citations.
